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In recent years, reality TV shows as the rapid consumption of cultural products, 
due to seeking quick success and instant benefits and the weak consciousness of 
copyright protection under the Chinese TV market environment, importing overseas 
mature program modes become more popular all over the China’s TV industry, 
especially in 2015. The phenomenon of screen homogeneity and lack of original 
programs are seriously the present situation of reality shows in China. By using the 
method of historical analysis, literature analysis, case analysis, through introducing 
the historical origins of reality shows’ forms and combing popular reality TV shows 
at the moment, analyzing the present situation of production and programs brand 
extension about Chinese reality TV shows comprehensively and objectively. Research 
on modes of production, analysis on the strategy environment, the way of brand 
integration, analysis of classic cases are involved. The author tries to explore a 
successful approach for Chinese variety shows and summarize regulations for future 
innovations. Also aiming at how to product the original reality shows, making some 
suggestions for approaches and methods, looking forward to inspiring the localization 
innovation and development for Chinese reality TV shows. 
The first component is introduction, including research backgrounds, purposes 
and literature reviews. The first chapter, introducing the nature of reality, the core 
connotation and the society value of reality shows, elaborating the historical origins of 
reality TV shows and revolution in China. The second chapter, stating the localization 
production and the status of brands of reality TV shows in China, analyzing the factor 
of the TV brands market environment in China, the meaning and value of planning 
production and brands extension of programs. The third chapter, taking the series of 
reality show <Dad, Where Are We Going?> as example, proving the theoretical basis 
in the second chapter. The fourth chapter, study on the approaches of the localization 
innovation on Chinese reality TV shows, analyzing in resources of innovation, 
















original reality show <Go Fighting!> as an example, proving the feasibility and 
successful factors of Chinese original reality TV shows.  
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